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 Mulai tahun 2020, semenjak pandemi merebak, banyak masyarakat 
Indonesia mulai menggunakan e-commerce lebih nyaman, sementara yang lain 
melakukannya karena harga rendah yang ditawarkan oleh beberapa platform e-
commerce. Dalam hal berbelanja, pembeli digital mungkin terpengaruh oleh 
berbagai alat digital, seperti email merek dan ulasan produk. E-commerce, atau 
perdagangan elektronik, adalah konsep bisnis yang memungkinkan perusahaan dan 
orang untuk membeli dan menjual barang melalui internet. E-commerce, yang dapat 
dilakukan di smartphone, tablet, dan laptop dapat dianggap sebagai bentuk digital 
dari katalog belanja. 
 Dalam penggunaan e-commerce, pasti ada yang Namanya Service Quality 
dan Perceived Value. Service Quality digambarkan sebagai keseluruhan persepsi 
konsumen tentang keandalan organisasi dan layanannya, Sedangkan Perceived 
Value adalah penilaian konsumen secara keseluruhan atas kegunaan suatu produk 
berdasarkan persepsi tentang apa yang diterima dan apa yang diberikan. Dari 2 
variable tersebut bisa menentukan Customer Satisfaction dan Repurchase Intention. 
Penelitian ini bertujuan untuk mengetahui pengaruh Online Service Quality, 
Perceived Value, dan Customer Satisfaction, terhadap Repurchase Intention dengan 
menggunakan SEM dengan bantuan LISREL. 
 Objek Penelitian ini adalah konsumen Zalora Indonesia yang berlokasi di 
Surabaya, berusia diatas 17 tahun dengan jumlah sampel 178 responden dan 
menHasil penelitian ini menunjukkan bahwa online service quality memiliki 
pengaruh signifikan terhadap customer satisfaction, online service quality memiliki 
pengaruh tidak langsung terhadap repurchase intention melalui customer 
satisfaction. Sedangkan perceived value memiliki pengaruh signifikan terhadap 
customer satisfaction dan memiliki pengaruh langsung terhadap repurchase 
intention. 
Kata Kunci: Online Service Quality, Perceived Value, Customer Satisfaction, 







Starting in 2020, since the pandemic broke out, many Indonesians have 
started using e-commerce more comfortably, while others have done so because of 
the low prices offered by several e-commerce platforms. When it comes to 
shopping, digital shoppers may be influenced by a variety of digital tools, such as 
brand emails and product reviews. E-commerce, or online commerce, is a business 
concept that allows companies and people to buy and sell goods over the internet. 
E-commerce, which can be done on smartphones, tablets, and laptops, can be 
considered a digital form of shopping catalogs.  
In the use of e-commerce, there must be such things as Service Quality and 
Perceived Value. Service Quality is described as the overall consumer perception 
of the reliability of the organization and its services, while Perceived Value is the 
overall consumer assessment of the usefulness of a product based on perceptions of 
what is received and what is given. From these 2 variables can determine Customer 
Satisfaction and Repurchase Intention. This study aims to determine the influences 
of online Service Quality, Perceived Value, and Customer Satisfaction, on 
Repurchase Intention by using SEM with LISREL program.  
The object of this research is Zalora Indonesia consumers located in 
Surabaya, aged over 17 years with a sample size of 178 respondents. The results of 
this study indicate that online service quality has a positive effect on customer 
satisfaction, online service quality has indirect effect on repurchase intention 
through customer satisfaction, perceived value has a positive effect on customer 
satisfaction and has direct effect on repurchase intention 
 
Keywords: Online Service Quality, Perceived Value, Customer Satisfaction, 
Repurchase Intention.  
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